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I  
ΣΗЧ̝Ř͘ΣΗʃͣďέΣɿo͟ʧåѺϬ̾Ǧ̳xrŧΣ˔ϰˀ
̾Ÿ҇Œ̨ɈΜqͥƦqȏѨ̾Ĺ。xΣΗЧ̧̝ŷŒƀʳęĹ。x͘­ę
̵ƙŞĎƿŪΣΗЧ̝Ř͘ΣΗƵȹɈΜȏѨŸ҇õĽ̾ʛ为rȅĂђѨ
Ĺ。rŪ͘­ę̵ƙŞĎˀǰfxЧ̝ˀǰˇŪĹ̲ļęxŪ΍Ľ͕Æș̾ȶɬ
ʛăŪĹ̲͈ļęxΣ˔ѧѓ͘ɵǰʒ̓ʯūιw¯ɢŘöŚÆșxǟ
Ǽśå̳Ȯ̾˱ЫϢvrĽ͕̾é¯ɢʃĽ͕ĹџΩĂǡƂĽ͕Ļªȶɬ̾
rҋ̧τxţΣΗ¯ɢƮ之̾ɹҙȕxΣΗĽ͕̾é¯ɢŁ ÒĂ̼ˑǰ̾ȶɬ
ɩǦxǙĐ¨lŪʧ͌̾ɿҋϓȅʐ¼̾Ľ͕ϕ҃ɩʪr
ţ，xʘɯʨǭų͘­ę̵ƙŞĎγʇ̾ΣΗŪ΍Ľ͕é¯ɢȠȢ̾Ǽ
śˀŰx̵ƙĽ͕Æș̾ŁҩqƪϯȕqиŖȕŘɴӉȕqĽ͕é¯ɢΩ̾
Ś˲ßǩq“ďʛqιȩəĠďʛŘÆ¥Ïŋq ĵĽ͕¯ɢАϷȻǌâ 9
qΝǩʢϵ么xǟƷ̋đţ΀ºvИτļ之ΈßˀŰљϢƨЅöʩr 
ƨЅ͎ͦϦʀ]v1wĽ͕Æș̾ŁҩȕqƪϯȕqиŖȕŘɴӉȕšqΝ
ǩrŀʒɴӉȕƴĽ͕é¯ɢΩʒʄϗСŋǼś{v2wĽ͕é¯ɢΩ̾ιȩ
əĠďʛqŚ˲ßǩq“ďʛ ĵĽ͕é¯ɢΩ̾Æ¥Ïŋƴé¯ɢȠȢ̾
ǼśѴʒʄϗˇŋǼś{v3wĽ͕¯ɢ̾АϷȻǌƴĽ͕Ļª̾é¯ɢȠȢʒ
ʄϗˇŋǼś{v4wĽ͕¯ɢ̾̋đţ΀ƴĽ͕¯ɢАϷȻǌhĽ͕Ļªƴé
¯ɢȠȢ|ҋ̾ãͿдˇŋИτº̳r 
ΔŇ e͎ͦΔʪxʘɯƴ̵Ş¨lĽ͕ϕ҃ĵʗʢĹ。ə¿ǭЃȕ̾ɉ
□ŘǙĐxňɿƴ͘­ę̵ƙŞĎŘŪ΍Ľ͕é¯ɢҴűʗʢ͎ͦɵŋљϢɔ
ϼr 
ã҅Љ]͘­ę̵ƙŞĎ{ΣΗĽ͕{é¯ɢ 
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Abstract 
Online shopping and social networking are two very important application of 
mobile Internet era. With continuous, fast and stable development of netizen scale in 
China, online purchase environment shows diversified development, and common 
e-commerce has attained fast development when online purchase and social networks 
seek the opportunity of continuous and fast growth. In the electronic commerce mode, 
social shopping patterns are changing, the diffusion mechanism of online 
word-of-mouth information are also changing, Internet users can share the product 
information targeted by social networking, and affect other users of consumer 
behavior. The pass along of Word-of-mouth is the intermediate links from the sender 
to the audience within the word-of-mouth spread, because of the unlimited of the 
network transmission capacity, Electronic word of mouth can spread as with the viral 
dimension, being good for enterprise to obtain the best effect of buzz marketing in a 
very short time. 
Therefore, based on the background of social e-commerce, this thesis constructed 
the impact model about eWOM re-diffusion intention, including the reliability, 
objectivity, interesting and freshness of eWOM, the product involvement, altruistic 
motives, self-improvement motivation and trust propensity of eWOM receivers, and 
explain language skills to eWOM, a total of nine dimensions, and incentives is as the 
moderator variable into the model for empirical analysis. 
The empirical research shows that: (1) There are four dimensions of eWOM in 
the model ,including the reliability, objectivity, interesting and freshness, only 
freshness has a significant negative influence on eWOM re-diffusion intention; (2)  
The self-improvement motivation, the product involvement, the altruistic motives and 
the trust propensity of eWOM receivers have significant positive influence on eWOM 
re-diffusion intention; (3) the language skills of online word of mouth has a 
significant positive effect on eWOM re-diffusion intention ; (4) the incentive factors 
in word of mouth spreading has a significant regulating effect between the language 
skills and eWOM re-diffusion intention. 
Combining the above research results, the thesis provided the constructive 
guidance and help for the electric business enterprise word-of-mouth marketing and 
future development. As well as the future research about social e-commerce and 
ewom re-diffusion are discussed in this thesis. 
Keywords: Social E-commerce; Electronic Word of Mouth; Re-diffusion;  
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t 1s z 
1.1 nrS? 
1.1.1 nrS 
2016 ǝ 1 ʑ¦xsͱ 37 ˃rŧέΣΗĹ。̟ïΙϺȿœtĹǓʄ͗xȭ
κ 2015 ǝ 12 ʑ¦xȩŧ̾Σ˔ϰˀǏΓёĂ 6.88 xέΣʆĵ̤v 50.3%_)}r
ŁϮxŪјqђ̢Ĺ。̾ΣΗΓˬɿxέΣƴɮ·͘­̾ǼśǏљßĂɴ̾
ҒˎrŪјʳ̾ƂγʇfxrŧΣ˔ϰˀΚΜŒ̨ɈΜȏѨͥƦĹ。xΣΗЧ̝
ºvέΣʐѺϬ̾Ǧ̳|~x²ҞΣΗЧ̧̝ŷ̾ƀʳęĹ。xǒŬŸ҇万Ē
ğöʄϗrσ̬řЍΙϺɭɏʄ͗xȩŧ̵ƙŞĎǒŬʁϰˀǏΓ 2008 ǝ
̾ 2.9 cØŸ҇κ 2015 ǝ̾ 16.2 cØxǝŸ̤҇ǏΓёĂ 21.2%xŪјǷ
rxΣΗЧ̝ǒŬ̾ʁϰˀv 3.8 cØxщĲǝňʖŸ҇ 37.2%xΪj̔
ŪӇѨūŸ҇ǷrxǏȨvɗď̵ƙŞĎǒŬĹ。̾ѺϬĊ之_}r	
rŧΣΗЧ̝lƎ̌Ǝϑ̾Ĺ。x¯ Ι̾Ƙ·ǡœƫ¯qÃ҃世̍Ͳϕ҃
ȰˎǗΖ˱ЫΩ̾ą̋ǮƑ̻хx˱ЫΩ临˾ƴ，̲ĸȡxΪjxŪјqÆș
̘̍̾ɿxέΣÆș。̨̾sƲȕňɿčѺÆșешǗΖ˱ЫΩ̾ť
ȸ{ňɿxŪ̵ŞϢlxͬʃɻ̀̋̐xɹЂʃ¯ΙƘ·їʃΣΗƘe̾
ϕ҃ɗǡЫ̳Ѵ、ӇgfxjƂʒΚΜe［̾万ĒxÀҩ Ǿ̾ˀǰǗʢ̾ϕ҃
ɩʪȕ¤˒­жʢж¶rh，ňɿxіğǝʢxrŧΣ˔ϰˀϠ̔ŪɈΜŸ҇x
´ʃŸѨ临˾òǴxΣЧ̳Ȯ̾Ÿ҇ǏΓɕіǜΟxΚΜÀҩΣЧΦŸ҇̾
ðɭ之ʢəӇΣeЧ̝̾ɩ̤ƛŪ~Ʀͤǩ̾ǁҙȕrţ，x̵ ƙŞĎ̾љ~
－Ĺ。ҥϬÀҩɋɓ̨ʒ̾έΣ̳Ȯ˱Ы̉Ċxљ~－əӇΣeЧ̝̾Æ¥
ǩŘȠȢr 
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͘­ę̵ƙŞĎγʇfŪ΍Ľ͕Æșé¯ɢȠȢ̾Ǽśţ΀͎ͦ	
	
 
2 
	
Ũ 1-1 2005-2015 ǝrŧΣ˔ϰˀĵŸ̤҇ 
Ьɱʢ̄]rŧέΣÆșrȉ(CNNIC). ͱ 37 ˃rŧέΣΗĹ。̟ïΙϺȿœ[EB/OL]. 
http://www.cnnic.net.cn/hlwfzyj/hlwxzbg/hlwtjbg/201601/P020160122444930951954.pdf,2016-01-22. 
ňɿxҞ͈έΣʆĵ̤̾љ~－əĠxжʢжƀΣ˔Ǧ̳Ū΍͘ΣΗx
͘­ę̵ƙŞĎƿŪΣΗЧ̝Ř͘ΣΗƵȹɈΜȏѨŸ҇õĽ̾ʛ为rȅĂ
ђѨĹ。r̵ ƙŞĎ̾ϚēĹ。½ȅΣЧǒŬǏΓ万іƤàͬxϠʒ“˱Ы
Ω̾ŚѡɆx´ƂƂŸčΣeЧ̝ɜ΁ȨʘxəӇΣΗЧ̝̾事ҝxče
ņ͟Ƙ·Æșѓшx˱ЫΩƿʍɹѡɆrȯ xvҘ¶ɜ΁Ȩʘx˱ЫΩ
ʍÏŋƵ˘ʓĶȪ̖̾ȠϮxǟjʍƮʁÆ¥ǟɕĻα̾ȠϮxĽ͕̾Ċ
之Ū͘­ę̵ƙŞĎ̾ˀǰr临˾ʄ̨r̴ ̳Ȯgé̆三ѧѓЧ̝ǜłƵȹ
ŚÆșxΪʍȢȠ”̾örϓĺŚÆșrΪjx̳Ȯ̾˱ЫȠЇŘι
с΀ЦǏΓ临˾əӇxαǮƑ͡ʧɜ΁Ř˒щŚÆșxǟǕʕhö_}r
ţ，xųŚÆș̵̾ƙŞĎǜłlΥxВmqlϝϔϣmǫ̃xϩ͢vlų
͘Ĝ̵̾ƙŞĎmxȪ͢vl͘­ę̵ƙŞĎm_,}rїʒx͘ǜłhЧ̝
ǜł̾ΔŇˀǰxƎlȇħϕ҃mrƢαѧѓ͘Ĝ̾ǹǰxvΣeЧ̝ə¿~
qɴ̾ßĽŘŚɗǡǜłx̱κ临˾̈ļȨ~͟l˱Ы͘Ĝm̲̾˨ɵǰrΣ
Η̳ȮŪј͘͟­ę̵ƙŞĎˀǰfxѧѓ͘ɵǰʒ̓ʯūιw¯ɢŘö
ŚÆșxǟţ，Ǽśå̳Ȯ̾˱ЫϢvrжʢжƀϻvέΣe˱ЫΩə¿
̾Ś½̳ȿœŘЧŊ̾ІЂͅƴŞƭιǎĹǓ̾ÆșʢВxʃ˒щƪϯq͇
ƨŘŁÆ̾Æșʢ̄rжʢжƀ̾˱ЫΩǮƑŪ΍ĹϦιǎ̾˱Ы·五Ř͆ˡx
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	 3 
hŪέΣeöͅã̾ŚqʔĎŘ¨lÆșrјʳ̾˱ЫΓ五ŪΣΗe
ĹϦõʢxǹȨΣΗĽ͕x̴έΣÆș且ш̾Â“ȕxĽ͕ɕĻΩȂƮʁ
Ł ƷΣΗĽ͕ΚΜȶɬ¯ɢxΓѓ¯ɢŘé¯ɢ̾ѓͤxϽʍƀ͋ʅrѧѓ
јʳ̾ɵǰxĤ̳Ȯ̾ȠϮŁ ђѨϛǬq¯ɢxΪÝʔĽ͕Ū¯Ι̧ŷ̾ҙ
ăxŪȂƂͤǩeȶƂĽ͕Ĺ̲º̳̾όŦr 
 2010 ǝǮƑxͣďέΣ临˾вљα̲̾˨xºvͣďέΣʐƂ̾
ΑͯxȰʛͨ͏ɿͧ̾ҙăxȨvʍƀ̳ȮΣeЧ̝̾ɴǜłr2015 ǝx
rŧͣďΣΗЧ̝ǒŬŪɈΜŸ҇xʁϰˀёĂ 2.1 c˔ǑxĨ˒ё
Ă 55.0%xǝŸ̤҇ё 123.2%xŸѨ个еrŧΣΗЧ̝ɮ·ϰˀxȨvΣΗЧ
̝ǒŬ̾w˩ѡɆ_)}r	
їʒxҞ͈ͣďέΣɿĂʢx̳ ȮŁ ҞɿҞū了΂ɕ϶ņ͟έΣÆ
șxȯ ƴÆș̾ĵɿȕqàҪȕqñ͒ȕəõʍӇ̾Ϭ˘rŪ̵ƙŞĎÆ
șʫʨfxÆș¯ɢʛă̵ŞǜłĂ͘­ę̵ƙŞĎ̾ļęѓͤrĹ̲ɥ
ļxЧ̝ˀǰˇŪĹ̲ļę_-}rέΣÆșʘсæʒʧǵ̾ʁȶɬȕŘé̲
ȕxĻªʧåǡˢxéče¯ɢǹǰƀʳx½ȅΣΗĽ͕̾¯ɢ专中ɹˡҳ˫x
¯ɢƔĊʃ΍fĽ͕ɹˡ˒Ʌ̾rΪĽ͕̾é¯ɢʃĽ͕ĹџΩĂǡƂĽ͕
Ļªȶɬ̾rҋ̧τxţΣΗ¯ɢƮ之̾ɹҙȕxΣΗĽ͕̾é¯ɢŁ ÒĂ̼
ˑǰ̾ȶɬɩǦxǙĐ¨lŪʧ͌̾ɿҋϓȅʐ¼̾Ľ͕ϕ҃ɩʪ_.}r 
ΞexƴΣЧ˱ЫΩĳhŪ΍Ľ͕¯ɢ̾Ǽśţ΀̾͠Ơ͎ͦļȅʧåѺ
ϬxʘɯwϬ͎ͦŪ͘­ę̵ƙŞĎγʇf̾ΣЧ˱ЫΩ|ҋʃƎ¸љϢĽ͕Æ
ș¯ɢ̾xæ·ɉĽ͕Æșϩ且шqöљΪé˃ȶɬ̾ѓͤrŪ˼ß͎ͦέ
ΣĽ͕Æș¯ɢŘÆșȶɬʛăŊxѺ̎ɔ΁˱ЫΩºvĽ͕ɕĻΩљϢĽ͕Æ
șé˃¯ɢ̾Ǽśţ΀rǕʕv¨l̾Γϕîʹə¿͠Ơ̾qʒ¤Î̾ĳΨÀɏr
ȩαÛΒ~fʘɯȯҥəĵ̾ųʘʿȐŘʴȉ҉予x̫ЂŘƨпoqɵҪx
љ~－Вʀ͎̫ͦ̾ЂȠ{xǟΒʘɯ̾wϬ͎ͦèƮŘ͎ͦΔʨr 
1.1.2 nr? 
Ľ͕¯ɢ~̈́ʃϕ҃Ř˱ЫΩϢvҴűѺϬ͎̾ͦЗ予x´ ʃƴΣΗĽ͕¯
ɢŘé¯ɢ͎̾ͦŪіóǝȱäдxѾƴΣЧĻªΏö̾Ľ͕é¯ɢ͎ͦʍʃͅ
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ƴ΢}rɹЂ̫Ђ͎ͦїʃϕ҃¯ɢƨпexʘѡ予ѴʒщƂ͎̾ͦ¤Îrʘ
͎ͦ̾Ƞ{Ł ̫ЂŘ̨ƨoɵҪč Ҏћ]  
1q̫ЂȠ{ 
v1wŪ̫Ђ¤ÎɵҪx21 kΆǮƑxŧèƴΣЧ˱ЫϢvŘĽ͕¯ɢɵ
Ҫ͎̾ͦǏΓĺȅ~Ʀ̾Ȩʪx´ ʃҙƦŪ̞ƦЧΦ·͎̾ͦїʒȁљ~－Ƥ
şrΪ͘­ę̵ƙŞĎʿȐŪ 2005 ǝȱəõxŪ 2007 ǝȱǱßƠʙ̷xΪ̫
Ђ͎ͦ̾η－ǏΓмge͘­ę̵ƙŞĎƨпȏѨĹ。̾Ѩǩ_,}r͎ͦ͘­ę
̵ƙŞḐ̌ŷγʇxŁ sƲ͘­ę̵ƙŞĎͅã͎ͦxvŧè̵ƙŞĎɵҪ
ə¿ɴ̾Ł͎ͦɵŋrŪɴ̧ŷγʇfxŪ΍Ľ͕¯ɢͅãǼśţ΀­̲ļ
ęxҥƴǏʒ̾Ľ͕¯ɢ͎ͦºͅã̫̾ЂϥÚrʘɯŪâȕ|r͎̞ͦȕǍǯx
ǕʕsƲЎҴű͎̾ͦr  
v2wĽ͕é¯ɢʃĽ͕ʐý̾ĹџΩŋʍƀ̾Ļªȶɬ̾rҋ̧τxţ
，͎ͦĽ͕ɕĻΩ̾˃¯ɢďʛƴϵŘɔʀĽ͕ȶɬʛ̫ʒѺϬ̫̾Ђ¤
Î_/}rʘɯŪ͎ͦѓͤrÌѽƂ之ͅãƠ͎̾ͦ͠xėɇϕ҃Ơq¯ɢƠq
ȉ̫Ơr͎̾ͦȨʪxwď严̳Ľ͕ȶɬŘНϷȶɬ̫̾ЂxǟΔŇ͘­ę̵
ƙŞĎ̾ͅã̫Ђx͎ͦŪ΍Ľ͕é¯ɢȠȢ̾ǼśϬ΀xǟĹџΩqèƮŘ
˃¯ɢΩιс̞ǿdqϴǩƴјq҉予љϢàҪ̾ϼЂxŁ ǙĐЇ”õͦͭ
Ŝţ΀ʃîƦĽ͕˃¯ɢΩΚΜ¯ɢȠȢ̾Ϭ΀x五ЅĽ͕¯ɢďʛŘ¯
ɢȠȢ|ҋ̾ãͿxƴĽ͕¯ɢè˺̾˼ęqɴ̾Ľ͕¯ɢ万ĒĹ。æʒŐĹȠ
{r  
v3wŪέΣ̧ŷfxѧѓƂϰˀ̾ƨЅИʮѡĺΣΗŚϼЂĜ­Ŕ
vИ͎ƴРx͎ ͦåƴΣΗІЂʢ̄ŘèƮ̾ȡ͋q ĵåιс̞ǿƴĽ͕é¯
ɢȠȢ̾ǼśxŁ ƴ˒ĈŪ΍fĽ͕ȶɬ͎ͦr̾ΔЂxsƲŘƤşΣΗ
ҕ¯ɢŘĽ͕Æșȶɬ͎̾ͦxǟvĽ͕ϕ҃ƠŘ˱ЫΩϢvƠͲͅãҴű̾Ĺ
。ºõ̎̇̾Т̣r 
2qƨпȠ{ 
͘­ęΣΗљͤ̾čȏxv̵ƙŞĎ̾Ĺ。ə¿ɴ̾ɵŋr~ɵҪxҞ͈
Ľ͕¯ɢŪΣΗϕ҃Ҵű̾Ǧ̳Ǝ̌ƎϑxȕЦĹ̲ļęxʘɯ͎ͦæʒɿ
ȕŘĈ͊ȕ{Ŀ~ɵҪxºvĽ͕¯ɢ҂ʡe̾¨lq͘ĜqĽ͕ĳhΩxƎ
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¸严̳͘­ęƘ·h̵ƙŞĎ̾ΔŇxƴ¨lʒ͈ѺϬ̾Ƞ{rʘɯ͎̾ͦɽŪ
ǙĐ¨lŪƨɶΣΗĽ͕ϕ҃ȫ̹̾ѓͤrə¿~Ʀ̾ǭϾ: 
v1wǙĐ¨lŪΣΗ̧ŷrЇ”Ľ͕é¯ɢΩ̾ďʛŘq·̞ǿx ĵ
ϵĽ͕¯ɢrҋ̧τ̾é¯ɢΩ̾ȉ̫ďʛqȕʶŖ̌ŷţ΀ƴåљ~－ɬǓĽ
͕̾ǼśŘº̳ʛăr 
v2wǙĐĽ͕ϕ҃Ŕɔʀ¸̞͟ȕ̾Ľ͕εƁvĻªȯɕĻx ÂƴĽ
͕ȶɬѓͤљϢʍƍ̾ɖăræ·ūxȩαƷĽ͕̞ǿöϵv¯ɢʢ̄ŘèƮ̞
ǿx ˘ЅέΣ̧ŷfĽ͕̾¸̞͟ǿƴĻªљ~－¯ɢĽ͕̾ȠȢдĂîƦ
ȕ̾º̳r 
v3wŪ͘­ę̵ƙŞĎγʇf͎ͦĽ͕̾é¯ɢŘȶɬʛăxǙĐ¨lʍ
ƍūƨɶŪ΍Ľ͕ϕ҃ʹ̹x严̳ʍv¶ȨʘӇɩ̤̾ϕ҃ɵǰǱ□ˇҪĽ͕¯
ɢǟɖăСҪĽ͕ɬǓr 
1.2 nrlk&1 
1.2.1 nrlk 
ŪͣďέΣɿx̳Ȯɕ϶qϓĺÆș̾ƘxhŞƭ̲qЧϢ
v̾̀Ѭx ĵ̳Ȯ|ҋ̲˩̾ɵǰxѴŪĹ̲àҪ˼Ć̾ɥļrјqҒˎ
̳̾ȮďʃҞɿљϢ̾_0}r¾Ǝx̳Ȯѧѓƀ̀͟Ѭȡ͋ĂŚÆșŊxʒ
Łε̈́ɕљϢÆșöǟљϢ˃¯ɢx½ȅʍƀ̾ϵĂЎŚ{ʒŁε
ƴŚ̲äиxǟѧѓņ͟Ƙϓȅʍƀ̾ŞŚÆșŊxǹȨď{ȪΩ~
яƘ·ȪΩ̵Şǜłeϓĺʍƀ̾ŚÆșx~яљϢÆș̾·五öŘ¯
ɢ{Ł ̈́ɕљϢЧxǟљϢ·五öŘ¯ɢrňɿxţv̵ƙĽ͕¯ɢʃ
Ƃª¯ɢhҕ¯ɢ̾ϡŇxȯ ¯ɢΩ̾q·¯ɢϢv­ĻĂțŷţ΀̾Ǽ
śxͅ ˒¯Ι̾Ľ͕¯ɢx˱ ЫΩα̾Ū΍Ľ͕¯ɢΣΗϟɅ͘ĜŘ̵ƙŞĎ
̧̾ŷfxīȯЛ̾͘­ę̵ƙŞĎ_,}x~͟ɴä̵ƙŞĎˀǰx͘­ęͤǩ
щӇxͅщ¯ΙŞĎˀǰxè˺ʍčsƲrʘɯų͘­ę̵ƙŞĎ̞̾ˌγʇ
fxŪȗΔĈãŪ΍Ľ͕Æș¯ɢϢv ĵ¯ɢʛă̾ͅã͎ͦ̾ų͐ex
͎ͦŚĽ͕ɕĻΩљϢ˃¯ɢϢv̾Ǽśţ΀rѧѓʨǭ̫Ђ͎̾ͦˀŰʢ
öʩĽ͕é¯ɢȠȢ̾Ǽśѓͤx“̳ƨЅöʩɵˡʢʾ五ˀŰ̾ˇ͒ȕxΪ
厦
门
大
学
博
硕
士
论
文
摘
要
库
͘­ę̵ƙŞĎγʇfŪ΍Ľ͕Æșé¯ɢȠȢ̾Ǽśţ΀͎ͦ	
	
 
6 
ȅõщv͠Ơ̾ΔЂxsƲ͎ͦȨʪxv͘­ę̵ƙŞĎ ĵĽ͕ϕ҃̾љ~－
Ĺ。ə¿ǭϾr 
1.2.2 nr1 
ʘɯŪƴŧèſʒã͘­ę̵ƙŞĎŘŪ΍Ľ͕¯ɢ̾ɯ̣љϢ！̫Ŋxȅ
Ăɮ·͎̾ͦʷʫxwϬĽ͕ɕĻΩ̾ϱϴx~fóqɵҪ。Ǯƴ͘­ę̵
ƙŞĎγʇfĽ͕ɕĻΩ̾é¯ɢȠȢ̾Ǽśţ΀͎ͦ]v1wѧѓöʩĽ͕é
¯ɢѓͤxЇ”é¯ɢȠȢ̾Ǽśţ΀xǟǭ̫ͪЂˀŰ{v2wŪƦȕöʩ̾
ų͐exѷ̳Ʀ之̾ƨЅɵˡ五ЅŪ΍Ľ͕é¯ɢȠȢ̫ЂˀŰ{v3wȗΔʘ
͎ͦ̾ΔЂxǟѾƴΔЂv¨ləõ͚Ü̾ϕ҃ȫ̹ǭϾxʐƍƴιсǁҙȕŘ
g三ÒõВʀxňɿ。ʕʗʢŁ љ~－͎ͦ̾ɵŋr 
κ，xȩαǏΓʀ͒ʘɯ͎ͦ̾wϬèƮx fxȩαƷƴʘɯ̾Δʨƣ
ɒºõЏΏВʀ] 
ͱ~ͮ]ΛЂrӀÛΒʘɯ͎̾ͦγʇŘ͎ͦȠ{xŪ，ų͐eəõʘ
ɯ̾wϬ͎ͦ̓̾ŘèƮx̫ұЂɯ̾ɮ·ʷʫèƮxɕ͈xĴΒЂɯ͎̾
ͦɵˡxǟВʀЂɯ̾ҡ̎Ř—ɴ̎r 
ͱͮ]ɯ̣ΞћrӀÛΒĽ͕qΣΗĽ͕ʿȐxǟ͈Ѻ˒щ΍fĽ
͕hΣΗĽ͕¯ɢɵǰe̾Ǎǯrљ~－xȩαїΒ͎ͦĽ͕ȶɬŘé¯ɢ
̾ͅã̫ЂŘ͎ͦx͈ Ѻϵ么͘­ę̵ƙŞḐ̌ŷf̵ƙĽ͕ȶɬŘé¯ɢ̾
ѓͤrɕ͈ȩαŦΕɯ͎ͮͦ̾Ѻ̎xĽ͕ÆșèƮq¯ɢȻǌq ĵĽ͕ɕ
ĻΩīĽ͕˃¯ɢΩ̾ϴǩҎћèƮqȻǌŘɕĻΩdɵҪ̾ţ΀ƴΣΗĽ
͕é¯ɢȠȢ̾Ǽśr 
ͱdͮ]͎ͦЃϺrʵɏɯ̣̾ɮŇ！̫ŊxʘͮwϬȗΔǶΈŪ΍ŚĽ
͕¯ɢѓͤrwϬǼśţ΀Ř˃¯ɢȠȢ̾îƦţ΀xǟöʩϬ΀hϬ΀|ҋ
̾ãͿxəõʘ͎̫ͦ̾ЂˀŰĵųʘÐЃrʘͮїƴ͎ͦr˲ĵĂ̾ļ之љϢ
Ʀ{xŪĈ͎ͦ̾ų͐eЃϺļ之˫之ɵˡxǟҎћљϢɁʳИʮ̾ʳ
ʘѡɆόŦq҉ĬЃϺhИ͎ɵˡr 
ͱšͮ]ΙϺöʩrʘͮwϬʃ严̳ SPSS ΙϺ》æxƴ҉ĬĹɦɤҢĂ̾
ɭɏљϢΙϺöʩxwϬėɇʳʘΙϺöʩqÆǩŘɩǩ̾öʩqˀŰ̾ŢǶö
ʩxÐЃʾ五öʩxƴdƂͼţ΀̾Ǽśº̳љϢљ~－ū五Ѕr̔ŊxљϢ͎
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